Introduction
The aim of this paper is to analyze connections between corporate social responsibility (CSR) and innovation climate in Estonian, Chinese, Japanese, Russian, Czech, Finnish, German and Slovakian electric-electronic machine, retail store and machine-building enterprises.
According to previous studies corporate charitable behavior is viewed more favorably by women than men (Roberts, 1993) . Strautmanis (2007) states that life long learning is an important condition for the facilitation of the entire concept of corporate social responsibility. According to Borger and Kruglianskas (2006) there were many evidences of a strong relationship between the adoption of a CSR strategy and an effective environmental and innovative performance.
Despite the enormous amount of theoretical writing about the connections between corporate social responsibility and innovation climate, there are relatively few empirical studies about the connections between two facets of CSR -the firm performance concerning social issues and the firm respects the interests of agents and innovation climate and it's dependence on gender, age and education level.
The authors have combined different concepts and insights into corporate social responsibility and the innovation climate as the basis for the research and have combined these theories with empirical findings collected from Estonian, Chinese, Japanese, Russian, Czech, Finnish, German and Slovakian organizations. This provides a new way of thinking about the connection between the corporate social responsibility and the innovation climate and its dependence on gender, age and education level.
ANOVA-test and linear regression analysis were used. In the current study we investigate how corporate social responsibility predicts innovation climate and how it depends on the employees` gender, age and education level.
Theoretical Framework Innovation climate
The Schumpeterian definition (Shumpeter, 1934) of innovation states that the commercialization of all new combinations is based upon the application of any of the following: new materials and components, the introduction of new processes, the opening of new markets, and the introduction of new organizational forms.
According to Torokoff (2010) positive emotional climate is important in steering the innovation process, and Veinhardt (2010) state that innovativeness as ability and continuous readiness to re-organize and also to initiate changes, creates value-added of organization in markets. Alas and Tafel (2008) state that research about corporate social responsibility could be categorized into three categories: structural research (van Marrewijk, 2003; Wilenius, 2005) , normative research (Gatewood & Carroll, 1981) and developmental research (Carroll, 1991; Schwartz & Carroll, 2003) .
Corporate social responsibility (CSR)
Corporate social responsibility comprises economic performance, social accountability and environmental management according to structural viewpoint. Different levels of social responsibility derived from the extent which a company meets the social expectations of the society, are differentiated according to normative viewpoint. Carroll's (1999) CSR model identifies four components: economic, legal, ethical and voluntary (discretionary) according to developmental viewpoint.
According to Juscius and Snieska (2008) positive attitude and support in the modern society can expect only the companies, which aim to save all universally accepted ethical standards of social behavior. Tamosiunas (2010) states that processes of corporate strategic changes take place continuously in the countries of market economy. According to Dagiliene (2010) implementation of responsible business practice may help company in creating competitive advantage, may have positive influence on its reputation, employee loyalty and employment, activity efficiency and sales volumes.
The firm performance concerning social issues
There are more investments in companies that practice and report CSR is increasing (Sleeper et al., 2006) . Waddock and Graves (1997) have found positive relationship between firm's social performance and its financial performance. Orlitzky et al. (2003) state that there is a positive link between social and financial performance.
Marcel van Marrewijk (2003) has narrowed down the concept of corporate social responsibility so that it covers three dimensions of corporate action: economic, social and environmental management.
The firm respects the interests of agents
Corporate social responsibility means that companies fulfil accountability to their stakeholders by integrating social and environmental concerns in their business operations (Tanimoto, Suzuki, 2005) . Companies will necessarily have to take into account cultural differences when defining their CSR policies and communicating to stakeholders in different countries (Bird & Smucker, 2007) .
According to Susniene and Vanagas (2007) it is necessary to achieve a high level of stakeholder satisfaction as the most important stakeholder group is customers. According to Ruzevicius and Serafinas (2007) customers and consumers are more influenced by the image and reputation of organization in the social and environmental fields.
Connections between innovation climate and CSR
Nowadays enterprises integrate social entrepreneurship into their core activities in order to develop socially innovative products and services (Schwab, 2008) . Borger and Kruglianskas (2006) found that there were strong relationship between the adoption of CSR strategy and effective environmental and innovative performance.
Innovation climate and socio-demographic factors
The previous research study's findings of no significant differences by the entrepreneur's gender in venture innovation/risk situation, in strategies employed, and in satisfaction with performance support other recent research studies (Sonfield & Lussier, 1997) .
There is a positive but weak relationship between innovation and education and gender (Awamleh, 1994) . Bull et al. (1995) describe the fundamental differences between innovative entrepreneurs and "firm organizing managers" and they acknowledge that the ability to act creatively and innovatively is something that cannot be transferred easily by means of education.
Corporate social responsibility and sociodemographic factors
Recent evidences showed that the relationship between organizational commitment and discretionary measures of corporate social orientation is stronger for women than for men (Peterson, 2004) . Corporate charitable behavior is viewed more favorably by women than men (Roberts, 1993) . In order to make the ideas of social responsibility understandable and acceptable among the employees informal education provided by employers is beneficial (Vidnere, Strautmanis, 2006) . According to Strautmanis (2007) life long learning is an important condition for the facilitation of the entire concept of corporate social responsibility.
Based on the relevant literature authors developed the following general propositions:
P1. Corporate social responsibility predicts innovation climate among younger, middle and older age group.
P2. Corporate social responsibility predicts innovation climate among men and women.
P3. Corporate social responsibility predicts innovation climate among respondents with low and high levels of education.
Empirical Study The sample
In order to find connections between corporate social responsibility and innovation climate, the authors conducted an empirical study in [2007] [2008] . The research was done in Estonia with 623 respondents, in China with 1150 respondents, in Russia with 684 respondents, in Japan with 1570 respondents, in Czech with 1110 respondents, in Finland with 239 respondents, in Germany with 113 respondents and in Slovakia with 605 respondents. The enterprises were selected in a nonrandom manner, as the organization registers do not have a solid basis for random sampling because only a fraction of the registered enterprises are active in Estonia, China, Japan, Russia, Czech, Slovakia, Germany and Finland. The total number of respondents was 6094.
The respondents are divided into three groups based on their age. The oldest group was formed of people older than 46 years (n=1510, 25 %). The middle group was formed of people aged between 31 and 45 years (n=2739, 45 %). The younger group was formed of people younger than 31 years (n=1845, 30 %).
Respondents were divided into two groups using their` level of education. Respondents with high level of education had graduated upper or high level of education or had scientific degree (n=3370, 55 %). Respondents with low level of education had graduated obligatory or middle level of education (n=2724, 45 %). There were 3606 (59 %) men and 2488 (41 %) women in the sample.
Methodology
A standardized corporate social responsibility questionnaire comprising 19 items was developed by the Denki Ringo research group (Ishikawa et al, 2006) . Scale for measuring the innovation climate was developed by the author on the basis of the innovation climate questionnaire by Ekvall et al. (1983) . Items were selected, and the internal consistency or Cronbach Alpha coefficient was .70. The final version of the scale for measuring the innovation climate consisted of 14 items. Data about three different age groups, two different genders and two different education levels were compared by means of the ANOVA-test. Linear regression analysis was used to find the impact of corporate social responsibility on innovation climate. The main research question is: How does corporate social responsibility predict innovation climate?
Results
Corporate social responsibility among younger, middle and older age groups Table 1 shows respondents opinions about the firm performance concerning social issues. The statements were rated highly among younger age group (m=3.80, sd=1.09) and lower among older age group (m=3.62, sd=1.09). Table 2 shows respondents` opinions about another facet of corporate social responsibility -the firm respects the interests of agents. The statements were rated highly among younger age group (m=3.51, sd=1.14) and lower among older age group (m=3.08, sd=1.16). p < 0.05 Innovation climate among younger, middle and older age groups Table 3 shows respondents opinions about innovation climate. There are not big differences between age groups. The statements were rated highly among younger age group (m=3.30, sd=1.18) and lower among middle age group (m=3.26, sd=1.12) and old age group (m=3.27, sd=1.07). 
Connections between CSR and innovation climate among younger, middle and older age groups
According to the linear regression analysis results in Table 4 corporate social responsibility predicts innovation climate in younger and middle age groups. One facet of corporate social responsibility -the firm respects the interests of agents doesn't predict innovation climate among older age group. Another facet of corporate social responsibility -the firm performance concerning social issues predicts innovation climate among older age group. The predictive power of the dependent variableinnovation climate is not so uniform and differs between different age groups. The determinant coefficient R² is calculated for the regression model including both facets of corporate social responsibility as independent variables. According to the results 36% of the variability in the innovation climate can be explained by reference to the two facets of corporate social responsibility -the firm performance concerning social issues and the firm respects the interests of agents (R²=.368, F(2,842)=245.53 p<0,00) among older age group. Table 5 shows men and women opinions about the facet of CSR -the firm performance concerning social issues. The statements were rated higher among women (m=3.91, sd=0.96) and lower among men (m=3.66, sd=1.00). Table 6 shows men and women opinions about the facet of CSR -firm respect the interests of agents. The statements were rated higher among women (m=3.64, sd=1.09) and lower among men (m=3.48, sd=1.05). Innovation climate among men and women Table 7 shows men and women opinions innovation climate. The statements were rated higher among women (m=3.32, sd=1.04) and lower among men (m=3.15, sd=1.06). p < 0.05 Connections between CSR and innovation climate among men and women According to the results 30% of the variability in the innovation climate can be explained by reference to the two facets of corporate social responsibility -the firm performance concerning social issues and the firm respects the interests of agents (R²=.302, F(2,2126)=461,50 p<0,00) among men. In this study corporate social responsibility doesn't predict innovation climate among women.
Corporate social responsibility among men and women
Corporate social responsibility among respondents with high and low levels of education Table 9 shows respondents opinions about the facet of CSR -firm respects the interests of agents among respondents with high and low levels of education. The difference between the respondents with low level of education (m=3.74, sd=0.96) and high level of education (m=3.77, sd=1.05) wasn`t high. Table 10 shows opinions about the facet of CSR -firm respects the interests of agents among respondents with high and low levels of education. The difference between the respondents with low level of education (m=3.55, sd=1.01) and high level of education (m=3.53, sd=1.12) wasn't high.
Innovation climate among respondents with high and low levels of education Table 11 shows respondents opinions about the innovation climate among respondents with high and low levels of education. The difference between the respondents with low level of education (m=3.17, sd=1.00) and high level of education (m=3.18, sd=1.04) wasn't high. p < 0.05 Connections between CSR and innovation climate among respondents with high and low levels of education According to the results 41% of the variability in the innovation climate can be explained by reference to the two facets of corporate social responsibility -the firm performance concerning social issues and the firm respects the interests of agents (R²= .419, F(2,2195)=794,12 p<0,00) among respondents with high level of education. In this study one facet of corporate social responsibilitythe firm performance concerning social issues predicts innovation climate and another facet of CSR -the firm respects the interests of agents doesn't predict innovation climate among respondents with low level of education (R²= .007, F(2,1350)=5.2896 p<0.00).
Conclusions
From this study corporate social responsibility predicts innovation climate but it depends on the employees` gender, age and education level. From this study corporate social responsibility predicts innovation climate among younger and middle age groups (Table 4) . One facet of corporate social responsibility -the firm performance concerning social issues predicts innovation climate among older age group. Corporate social responsibility predicts also innovation climate among men (Table 8) . Corporate social responsibility predicts innovation climate among respondents with high level of education (Table 12) . One facet of corporate social responsibility -the firm performance concerning social issues predicts innovation climate among respondents with low level of education.
Both facets of corporate social responsibility and innovation climate were rated higher among women and lower among men. Both facets of corporate social responsibility and innovation climate were rated higher among younger age group and lower among middle and older age group. There weren't big differences among respondents with low and high levels of education according to corporate social responsibility and innovation climate.
Our findings are consistent with following studies. Some corporate leaders now see CSR as part of their strategic management program, while others see it as a source of innovation (Allen & Husted, 2006) .
As the environmental changes and demands organizations to change and adapt to new conditions, innovations are the vehicle to introduce change into outputs, structure and processes and factors at different levels -individual, organizational and environmental (Fariborz, 1991) .
Summarizing the above, corporate social responsibility predicts innovation climate but it depends on the sociodemographic factors that needs to be taken into account.
